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 1 
Abstract 
This paper focuses on the different advertising techniques used to target young 
adults in the beverage industry.  We selected and researched eight popular beverages to 
bring public awareness to the advertising strategies utilized to entice the consumer to buy 
the product.  Our analysis of these beverages and their advertisements demonstrates that 
the most commonly used tactics include humor, sexual innuendo, emotional 
manipulation, and celebrity endorsements.   
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1 Introduction 
The word ‘advertising’ is a derivative of the word ‘advertise’, which in turn comes from 
the French word ‘avertir’ meaning to warn or inform. Some of the oldest uses of the word, 
around the 14th or 15th century, indicate that ‘to advertise’ meant to take note, to give heed, and 
consider (“Advertise”, 2006). This is compatible with the modern interpretation of the word 
because advertisements give attention to and take note of something specific. Today advertising 
is defined as something that “includes all techniques and practices used to bring products, 
services, opinions, or causes to public notice for the purpose of persuading the public to respond 
in a certain way toward what is advertised” (“Advertising,” 2006). It is mostly used to promote a 
good or service that is for sale. There are many vehicles and mediums used today to 
communicate the advertising message. These include television, radio, newspapers, magazines, 
direct mailing, and billboards and posters, and more recently, the internet.  
Advertising has existed in one form or another since ancient times. Early craftsmen used 
individual symbols, or rather ‘trademarks’ to identify and advertise their products. In ancient 
Greece, ‘town criers’ were paid to walk around the city streets and inform the public about new 
merchandise or public events (Pattis 5, 2006). In the medieval period, advertising was conducted 
through word of mouth and printed symbols. With the invention of the printing press, 
advertisements were seen in print from the 16th century onwards. In the 17th century, weekly 
newspapers in London carried advertisements (“Advertising,” 2006). The 19th century was the 
era of the industrial revolution, a time of heavy production, when manufacturers needed to 
advertise their products more than ever before. Some of the first advertising agencies opened in 
the United States during this time. However, they were only concerned with newspaper space. It 
was in the early 20th century that they became concerned with the presentation of the 
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advertisement – the message and artwork. Advertising flourished especially in the 1920s, an era 
characterized by consumerism. More products were available than ever before, from automobiles 
to radios to household appliances. And this required advertising to the masses.  
Advertising continued to advance rapidly through the decades. With the advent of radio 
and, subsequently, television, it reached new heights. It was during this period that the 
advertising industry starting using celebrities to promote their products, a technique common 
even today. Finally, in the last two decades, the internet has arisen as a medium for 
advertisement. Almost every website features at least a couple of advertisements. This is a 
relatively new medium, though, and is still undergoing a lot of development. 
There are so many advertising mediums today that advertisements can be seen 
everywhere. Indeed, there is no escaping it, whether you are using your computer, watching 
television, reading a favorite magazine, or just walking on the street. Estimated to be worth $750 
billion dollars in 2003 (“The Future of Advertising,” 2004), it is hardly surprising that the 
advertising industry influences so much of modern life. But is all of the money invested in 
advertising returned to the seller?  Different key figures in history have been quoted to say, “Half 
of the money I spend on advertising is wasted, but the problem is I don’t know which half” 
(Wally 43, 1996). Despite knowing that half of their investment is useless, sellers are compelled 
to spend huge amounts of money on advertising. If they do not, their market share could easily 
be taken up by competitors as customers slowly switch over to other brands and companies, and 
their own brand dwindles into insignificance. 
Because advertising is so expensive, and because there are countless companies 
advertising countless products, the need for good advertising is imperative for companies. A 
good advertisement gets the attention of the target audience, is memorable, and leaves a 
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favorable impression about the product or brand upon the target audience. It makes consumers 
who have not tried the product or service curious enough to try it and it reminds consumers who 
have tried it about the product in question, reinforcing the product’s good qualities, making them 
want to purchase it again. Since advertising involves influencing the human mind, many 
advertisers have turned to psychology to understand how to achieve their objectives in a more 
effective and efficient manner. Most advertising agencies and marketing departments in firms 
have experts in psychology or consumer behavior working on how to design successful ads. It is 
a rather intimidating thought that experts on the human mind are working to find better ways to 
convince us to buy products, many of which are unneeded.  Indeed, advertisements often create a 
need for a product or service by use of clever advertising techniques and strategies. This paper 
will explore those techniques and strategies as far as the young adult beverage market is 
concerned. It is meant to provide general guidance in the form of information to young adult 
consumers with regard to the advertising tactics utilized to entice them to buy beverages.  
We have chosen to analyze advertising targeted towards young adults in the beverage 
industry because of the large size of the young adult beverage market and the wide variety of 
drinks on the market today. For the purposes of this report, the young adult is defined as an 
individual between the ages of 15 and 30. Young adults represent a large portion of the consumer 
market. It is believed that they have more discretionary income1 (“Disposable Income,”2006) 
compared to other age groups as they have relatively less responsibilities and are more free to 
purchase things for their own pleasure. Furthermore, this age group has a higher income level 
than it has in the past. Young adults in general are also more open-minded and willing to try new 
                                                
1 Discretionary income: income left over after taxes, fixed costs, and the cost of essential needs (food, shelter, 
mortgage, insurance) have been deducted. 
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things. The 15 – 20 years age group especially is very image and appearance conscious. All of 
these are reasons why a lot of beverages today are targeted toward the young adult.  
When beverage makers advertise they do not just focus on the taste of their product, they 
also try and market their brand image. All beverages being marketed to young adults have to 
appear “cool”, “hip”, or “in” for the beverage to appeal to young adults. But the brand image also 
depends on whether the beverage in question is being marketed to a health-conscious young 
adult, a sports fanatic, or a partygoer. This determines the advertising message and the 
techniques to be used. This report will analyze those techniques and messages with regard to 
specific beverages. 
We will first provide an overview of the beverage market. Then we will discuss 
marketing and laws pertaining to marketing in order to provide background on the subject. This 
will be followed by a description of various advertising strategies and techniques. We will then 
focus on specific products, and examine in detail how each of them is targeted towards young 
adults, what tactics are employed and why. Finally, we will draw conclusions on what are the 
most commonly used advertising tactics used in the young adult beverage industry. 
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2 Background 
2.1 The Beverage Market 
The beverage market continues to grow every year in the United States.   The largest 
beverage markets are the functional drinks, alcoholic drinks, hot drinks, carbonated and non-
carbonated soft drinks, and bottled water markets.  Table I (shows that, with the exception of the 
carbonated soft drinks market, all of these beverage industries are expected to have an increase in 
revenue over the next five years.  With such an increasing demand and such a wide variety of 
beverages available on the market today, advertising becomes increasingly important as a means 
of gaining support for the product.   
Table 1: The Beverage Industry in the U.S. 
 Decrease/Increase 
previous year 
2006 revenue Expected 
decrease/increase 
next 5 years 
Alcoholic Drinks +1.5% $148.2 billion +8.4% 
Soft Drinks (Carbonated and 
Non-Carbonated) 
+1.6% $107.2 billion +8.3% 
Carbonated Soft Drinks -0.6% $63.9 billion -1.6% 
Functional Drinks +9.0% $7.1 billion +39.3% 
Bottled Water +8.0% $14.5 billion +33.2% 
Hot Drinks -0.1% $8448.3 million +3.1% 
Sources: (“Alcoholic Drinks,” 2006, “Bottled Water,” 2006, “Carbonated Soft Drinks,” 2006, “Functional 
Drinks,” 2006, “Hot Beverages,” 2006, “Soft Drinks,” 2006). 
 
The largest beverage market is the alcohol industry.  This market grew by 1.5% in 2006 
and recorded revenues of $148.2 billion.  It is expected to continue to grow by 8.4% over the 
next five years.  Beer, cider, and flavored alcoholic beverages (also known as FABs or alcopops) 
accounted for 53.2% of this revenue, while the sale of spirits accounted for 30.3% (“Alcoholic 
Drinks,” 2006) 
Alcohol advertising can be extremely influential.  Research has shown that exposure to 
alcohol advertising influences the public’s “beliefs about drinking, intentions to drink, and 
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drinking behavior” (“Advertising Targets,” 2006).  The young adult population is specifically 
targeted, mostly through magazine ads, because they consume the largest percentage of alcohol.  
Additionally, most young adults have not yet established loyalty to a specific brand 
(“Advertising Targets,” 2006).  Therefore, their decision to drink a particular brand of alcohol is 
more likely to be influenced by ads they see and hear on television and in magazines.   
 Alcohol advertising on television continues to grow every year.  Between 2002 and 2003, 
the number of alcohol related ads increased by 3% although the money companies spent on this 
advertising decreased by 11% (“Advertising Targets,” 2006).  Beer advertising is responsible for 
nearly 85% of all alcohol related ads, followed by alcopops advertising at 9% and distilled spirits 
at 4.1%.  According to a survey of young adults between the ages of 15 and 26, these young men 
and women drank an average of 1% more drinks for each additional alcohol advertisement that 
they viewed per month (“Alcohol Ads,” 2006).  This survey shows that as a result to increased 
exposure to alcohol ads, they are consuming more drinks.   
 Individually, money spent on beer advertising decreased by 3% while the number of beer 
ads increased by 12%.  On the other hand, money spent on distilled spirits advertisements 
increased by an overwhelming 148%, which resulted in a 104% increase in the number of these 
advertisements between 2001 and 2003 (“Advertising Targets,” 2006). 
 Trends have shown that alcohol companies are placing more emphasis on the location of 
their advertisements.  Cable networks are starting to spend more money on these advertisements.  
They spend $232.7 million in 2003, compared with only $175.2 million in 2001.  Consequently, 
the number of alcohol related ads on cable networks have increased from 57,430 in 2001 to 
119,097 in 2003.  During these years, alcohol companies spent less money on broadcast network 
television while also placing fewer advertisements on these networks.  This shows that the 
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alcohol industry is shifting “the placement of their ads on the more segmented and targeted 
television medium of cable” (“Advertising Targets,” 2006).  Therefore, it is important that we as 
consumers are conscious of the marketing strategies of these companies, since they are now 
targeting the location and audience of their advertisements.   
 The soft drinks market is composed of both carbonated and non-carbonated beverages.   
It generated $107.2 billion in revenue in 2006, which was the second most revenue generated by 
a beverage market that year, behind only alcoholic drinks.  Over half of this revenue was due to 
carbonated soft drinks, which consist of “standard and diet cola, fruit flavored carbonates, 
mixers, and other carbonates” (“Carbonated Soft Drinks,” 2006).  The total revenue generated by 
this industry reached nearly $64 billion in 2006.  Standard cola was the principal source of 
revenue, with total revenues of about $27.8 billion, approximately 43% of the market, followed 
by diet cola, which accounted for 27.7% of the market (“Carbonated Soft Drinks,” 2006).  Coca-
Cola and PepsiCo were the leaders in the carbonated soft drink industry, accounting for 44% and 
31.9% of the market, respectively.  Although the carbonated soft drinks industry is expected to 
decrease by a marginal 1.7% over the next five years, it still represents a large portion of the 
beverage industry.  Therefore, effective advertising is imperative to the sale of these drinks.  
Functional drinks, which include both energy drinks and sports drinks, represent another 
very large beverage market.  Functional drinks are often times the drink of choice for young 
adults when alcohol is not preferred.  They are sold well in bars and in clubs as a mixer 
(“Functional Drinks,” 2006).  Altogether, this market experienced an average annual rise of 
11.0% between 2001 and 2005 to reach a peak value of $7.1 billion in 2006.  This rising demand 
for functional drinks “reflects the wider demand for innovative new age drinks” (“Functional 
Drinks,” 2006).  
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 About 97% of the market’s revenue comes from sports drinks.  PepsiCo and Gatorade are 
the leading producers.  In 2006, PepsiCo accounted for 41.6% of the United States functional 
drinks market’s revenue.  The next largest contribution came from Coca-Cola, which accounted 
for 13.3% of the market’s revenue (“Functional Drinks,” 2006).  PepsiCo made revenues 
exceeding $32.5 billion during 2006, which was an 11.3% increase from the previous year.  
Similarly, Coca-Cola reported revenues of over $23.5 billion in 2006, which was a 6.3% increase 
from 2005.  We as consumers need to be aware of the advertising strategies of these companies 
as they continue to grow and be more influential.  
The energy drinks sector contributes about 3% to the value of the entire functional drinks 
market.  Red Bull is currently the world’s leading producer of energy drinks.  In 2003, they 
reached a value of $53.7 million.  Between 2001 and 2002, they had a 10.9% increase in sales, 
with a total of $1.239 billion in sales.  This represented nearly 8.8% of the total revenue from 
functional drinks in the United States.   
The functional drinks market is only expected to grow in the United States.  It is 
predicted that by 2010, this sector of the market will have grown by 39.3% since 2005 to reach a 
value of $9.9 billion (“Functional Drinks,” 2006).  Because the functional drinks market is fairly 
new, most companies hold only one or two brands.  However, as this segment continues to grow, 
advertising will become increasingly more important as new drinkers establish brand loyalty. 
Finally, the hot drinks and bottled water markets are smaller, but important, contributors 
to the beverage industry.  Most of the revenue for bottled water comes from the sale of 
unflavored water (88%), with Nestle being the leading company (“Bottled Water,” 2006).  On 
the other hand, the majority of the revenue from the hot drinks market comes from the sale of 
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coffee (76%).  Kraft Foods Inc. was the leading company at 17.2%, followed by Proctor and 
Gamble with 17.1% and Starbucks Corporation with 8.8% (“Hot beverages,” 2006). 
 The beverages we have chosen to explore have an influential role on the market, 
including Gatorade, Bud Light, Bacardi, Diet Coke, Vitamin Water, Starbucks Frappucchino, 
Milk, and Red Bull.  It is evident that the beverage industry is only expected to grow in the 
coming years, making advertising for this market even more important.  With such a wide range 
of drinks to choose from, we need to be even more aware of the manipulative techniques that 
companies present to us in their advertising.    
  
 
2.2 Marketing Background 
2.2.1 The Marketing Mix and Product Cycle 
Market segmentation is the division of a company’s general market into distinct groups to 
be targeted. These groups are distinct in that, although they are homogeneous within the group, 
they are heterogeneous without. After determining its types of customers, a company then begins 
to target products and advertisements toward selected groups. For example, the Marriot Hotel 
divides hotel customers into four groups based on income: budget, economy, middle, and luxury.  
The Marriot has then decided to focus on, or target, two groups – economy and middle cost 
customers. As a result, Marriot’s designs, prices, and advertisements have been created to be 
appealing to these two groups.  
Once a target market has been determined, a company then must focus on its marketing 
mix.  The marketing mix is made up of the “four Ps” – product, placement (distribution), price, 
and promotion. These factors must support each other and be chosen based on, first, the target 
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market, and second, the product life cycle.  The product life cycle consists of four stages: 
introduction, growth, maturity, and decline. 
When a product is first introduced, the company must focus on building product 
awareness.  The price may either be low, to build up market share, or high, to cover the cost of 
development.  The placement of the product is usually selective to determine consumer reaction, 
while the promotion is aimed towards early adopters and innovators.  Throughout this cycle, 
channels, or the chain of intermediaries that are responsible for the process that leads the product 
to the consumer, are offered incentives to choose the company’s product over competition. 
As the product reaches the growth stage, the quality of the product is maintained and 
additional features may be added.  The firm is trying to encourage brand loyalty at this time.  
Since the company is trying to increase its market share, the channels through which it sells its 
product are increased and promotion is aimed towards a wider audience.  The price usually stays 
the same in this stage because the company has little competition at this time. 
In the maturity stage, the product stops gaining market share quickly and competition 
from other companies appears.  The company is now focused on maintaining market share and 
maximizing its profit.  Price may drop due to competition, and promotion will focus on the 
product’s unique features.  To this end, the product may be changed to enhance particular 
features.   
As the product begins to decline, the company has a few options.  It could rejuvenate the 
product by adding new features or finding new uses.  It could also reduce costs and continue to 
offer the product to a select loyal market segment, or it can discontinue the product completely 
(Kotler, 2005). 
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2.2.2 Media Planning 
The process concerned with the logistics of advertising is known as media planning. It 
involves “directing the advertising message to the target audience at the appropriate time and 
place, using the appropriate channel” (Lee et al. 216, 2005). It answers questions like: 
• What is the target audience? 
• How many people (of the target audience) to reach? 
• How often should the target audience be reached? 
• When, where, and how to reach them? 
• What will it cost to reach them? 
After deciding on the target audiences, also known as the market segmentation, most 
companies set a goal of what proportion of the target audience is to be reached in a specified 
period. For example, Kellogg’s may decide to reach at least 100,000 people for a particular 
product over a month, adjusting this number based on feedback from customers or its current 
marketing plan.  
After this, frequency of advertising and cost of the project can be determined. Frequency 
refers to the average number of times the target audience should be exposed to the advertisement 
in the specified period. After this is decided, channels of advertising can be chosen. The main 
mediums of advertising are print media, broadcast media, and internet advertising. The selected 
medium has to be compatible with the company’s brand image, the product being advertised, and 
the target audience. 
Print media includes magazines, newspapers, billboards, signs, and direct mailings. 
Magazines and newspapers have the advantage of being quite segmented. There are many 
different magazines, targeting a variety of audiences: homemakers, brides-to-be, sport 
enthusiasts, scientists, businessmen and women, and so on. Print media makes it relatively 
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simple to direct an advertisement to the specific audience. Magazines are also said to be the best 
way to reach that hard-to-reach audience of eighteen to thirty-four-year-old-men (Lee et al. 237, 
2005) as there are several magazines aimed specifically towards that age group. Of course, the 
more specific the target market of the magazine is, the smaller the circulation generally is, which 
means that less people will be exposed to the ad.  Magazines and newspapers are also noted for 
their high reader involvement, so advertisements may be viewed with a more critical eye by the 
reader as he or she is “mentally active” while reading, compared to someone watching an 
advertisement on television, a more passive activity. 
Newspapers have the same advantage as magazines of having a segmented audience. For 
example, there’s a certain type of person who reads the Wall Street Journal, just as there’s a type 
who reads the Enquirer. Newspapers have the additional advantage of more complete coverage, 
as more people read newspapers than magazines. The disadvantage with newspapers is that they 
are usually thrown away after use, as compared to magazines, which are usually saved or handed 
down. So, whereas advertisements in magazines may be viewed over and over again, those in 
newspapers are normally not. 
Broadcast media mainly consists of television and radio. Even today television is the 
primary form of entertainment. For this reason, it is perhaps the advertising medium with the 
broadest reach. It is also the best way to reach a relatively undifferentiated market. While only a 
certain demographic might read the Enquirer or the Wall Street Journal, a broader variety of 
people, as far as age, interests, and income group are concerned, might watch a particular 
television show, like American Idol, and thus be exposed to the advertisements playing during 
the show. This does not mean that television allows no market differentiation.  For example, it is 
generally true that older people watch more television in the mornings or afternoon, while 
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younger people might tune in after 4pm. There are certain shows that appeal to a more mature 
audience, while other shows appeal to younger people, and in this way advertisers can target 
their audience. Another advantage of television over other mediums is that it allows the 
demonstration of products. It also allows for memorable or effective ads, with the right 
combination of sounds, color, and motion. Disadvantages of television include that it is the most 
expensive medium. For example, in 2004, a 30-second-spot during the prime-time show The 
Apprentice (NBC network) cost $409,877 (Lee et. al, 2005). But considering the number of 
people that tune in for such a show, the cost of an ad per person is very little. Another 
disadvantage is the ability of the audience to flip stations or just leave the room when 
commercials start. This is why ads must be made interesting enough to keep the viewer’s 
attention. 
Internet advertising is a vast and rapidly growing field. It is not within the scope of this 
report to describe all forms of internet advertising. We will briefly mention the relevant ones.  
One form that everyone is familiar with is pop-ups. Fewer companies use this form today 
compared to a couple of years ago, perhaps because of the availability of other methods. Many 
companies place their ads on websites, and pay the website owner per click on their 
advertisement banner. Some companies, such as Coca Cola, also sponsor media files. For 
example, a video sponsored by Coca Cola shows concert footage of rapper Jay-Z, along with 
some interviews clips. At the end, the Coke logo appears. According to Susan Mc Dermott, 
spokeswoman for the Atlanta-based Coca Cola Co., “It's clear that it's brought to you by Coca-
Cola, that Coca-Cola made this possible, but it's definitely in a subtle way, without it being 
intrusive” (Larson, 2007).  Many brands also sponsor ABC television shows that can be viewed 
online at the ABC website. The ads are normally 30 seconds long and are inserted during the 
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show. This method of advertising is becoming more and more popular. With the abundance of 
advertising on the internet consumers appreciate not being bombarded with advertisements. They 
appreciate being given a free video to watch in exchange for viewing the advertisement. 
2.3 Advertising Laws and Legislation 
Although the above seems straightforward, not all advertising techniques are so. Various 
laws and legislation have been passed to help put an end to deceptive and misleading advertising 
in the media.  With the number of suspicious cases growing every year, however, taking legal 
action against all such cases is an impossible task.   
The most prominent law regarding advertising is the Federal Trade Commission Act.  
The first issue that this act addresses is that of deceptive advertising, claiming that “advertising 
must be truthful and non-deceptive” (“Frequently Asked Advertising, 2001).  The Federal Trade 
Commission (FTC) further clarifies this statement, saying that an advertisement is deceptive if it 
“is likely to mislead consumers acting reasonably under the circumstances” (“Frequently Asked 
Advertising”, 2001).  The FTC judges whether an ad is deceptive by watching it from the point 
of view of the consumer viewing the ad, and then forming their own opinions about that ad and 
how the everyday individual would see it.  For example, if an advertisement is aimed towards a 
particular group, such as children, women, or the elderly, the FTC looks at the ad from the 
perspective of a member of that group (“FTC Policy Statement,” 1984). Particular attention is 
paid to children’s advertisements, since they are more vulnerable to deceptive advertising.  
An advertisement is considered deceptive if it misrepresents something that is material, 
meaning it affects the consumer’s choice and influences their opinion regarding the product. An 
ad is also material if the seller knows that the consumer would have needed omitted information 
in order to form a reasonable evaluation of the product.  These types of advertisements can lead 
 20 
to consumer injury because the advertisement leads them to act differently than they otherwise 
would if given the clear facts (“Frequently Asked Advertising,” 2001).   
Some claims are not likely to deceive customers acting reasonably under the 
circumstances.  For example, the FTC is not likely to pay much attention to claims based on 
opinion, such as appearance, taste, and smell, since these claims are subjective (“FTC Policy 
Statement,” 1984).  If the FTC feels that the consumer is likely to understand the limitations of 
these opinions, they will not take action against the seller.   
The FTC also says that advertisers must have evidence to support the claims they make in 
their advertisements, which must be shown before the ad is seen by the public. In particular, the 
FTC looks closely at express and implied claims. An express claim is a benefit of the product 
stated directly and explicitly, while an implied claim is one that is stated indirectly. An ad can 
also be considered deceptive if it fails to include important information that could mislead the 
consumer into buying the product.  Failure to include this information is just as deceptive as not 
having sufficient proof to back up claims (“Frequently Asked Advertising”, 2001).   
If additional information is necessary in the advertisement to inform the consumer of the 
truth, disclaimers may be used. However, the information must be presented clearly so the 
consumer can clearly read and understand it.  The FTC has not established precise guidelines for 
the font size or time a disclaimer can run, but they have taken legislative action against 
advertisers who clearly use disclaimers to hide important information.  If a disclaimer discloses 
information that contradicts a claim in the advertisement, legal action can also be taken against 
these companies.  The law regarding disclaimers applies to all types of advertisements, including 
those on the radio, television, internet, direct mail, and newspapers (“Frequently Asked 
Advertising,” 2001).   
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The FTC also focuses on advertisements about health and safety products and “ads that 
make claims that consumers would have trouble evaluating for themselves” (“Frequently Asked 
Advertising,” 2001).  In the case of the latter, the consumer would have difficulty distinguishing 
a particular product and its benefits from another similar one.  The FTC has also written other 
legislation focusing on particular types of advertising, such as alcohol, clothing, children’s 
products, health and weight loss products.    
It is evident that the Federal Trade Commission has taken many precautions to avoid the 
use of deceptive advertising.  We should be aware of these advertising laws during our 
evaluation of the advertising techniques of the beverage companies that we have chosen.  The 
advertisements we selected may not be deceptive by the FTC’s regulations, but they may still be 
misleading to the everyday consumer who watches them.  Therefore, it is still important that we 
realize the legislation that the FTC has imposed to avoid deceptive advertising.    
 
2.4 Advertising Techniques 
2.4.1 Distractions in Commercials 
 Advertisers use various types of distractions in their advertisements to increase their 
persuasiveness and effectiveness.  Some examples of distractions utilized in commercials include 
scene changes, fast, rhythmic music playing in the background, and the use of strange camera 
angles.  Distractions are effective because they keep the viewers occupied, and thus prevent them 
from counter-arguing the message right away.  Advertisers try to use just the right amount of 
distraction to keep us from doubting the advertisement, while still retaining the overall message 
(Pratkanis 139-141, 1991).    
Overall, distractions are most effective when they are used in weaker advertisements.  
When distractions compliment a weak message, they increase their persuasiveness because we 
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can not easily counter-argue against them.  However, when they are paired with strong 
advertisements, they can decrease the effectiveness by impairing our ability to focus on the 
message the advertisement is sending (Pratkanis 142, 1991).   
One widely used technique is a “time compressor-expander” device, which accelerates 
the speed of a commercial, thereby making it last a shorter time period.  “Both sound and vision 
are accelerated with such skill and subtlety that viewers and listeners are not aware of what has 
happened” (Clark 98, 1989).  Speeding-up advertisements forces the viewer to retain more 
information because these advertisements hold their attention better.  Also, faster speakers 
appear more confident and sure of what they are saying, making their message more believable 
and persuasive (Pratkanis 142, 1991).     
2.4.2 Repetition in Advertising 
 Advertisers commonly rely on repetition to sell their products.  They may choose to 
repeat the same ad or slogan to ingrain a particular idea or product within the consumer’s mind.  
Creating new advertising ideas and slogans can be very expensive, so sometimes it is more cost-
effective and sensible to rely on advertisements that have been proven to work (Pratkanis 134, 
1991).   
 Repetition in advertising is effective because consumers unknowingly become familiar 
with a certain product if they have heard it numerous times in commercials.  Even if they do not 
fully pay attention to the commercial, usually the brand name will remain with them.  
“Familiarity does not necessarily mean sales, but the two are frequently linked” (Pratkanis 135, 
1991).  Thus, repetition often means effective advertising.   
 Repetition is often utilized because if an ad is not run long enough, it runs the risk of 
going unnoticed and being forgotten (“When Advertising Wears,” 2006).  However, advertisers 
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must be careful not to over-expose.   For the elderly, showing an advertisement only a few times 
is generally sufficient, but for the young adult market, the more times an ad is shown, the more 
effective it becomes because of their relatively short attention span (“When Advertising Wears,” 
2006).  However, if a particular advertisement is run too many times, it runs the risk that 
consumers will no longer pay attention to the product and message.  Over-exposure can lead to 
“wear-out,” which is when an advertisement is no longer effective because it is perceived as 
overdone and boring (Pratkanis 137, 1991).  Print media such as newspapers and magazines tend 
to wear out faster than television and radio media.  The consumer usually tires quickly of print 
media, while they can be entertained by a television or radio commercial for a longer period of 
time (“When Advertising Wears,” 2006). 
Wear-out is common among humorous ads which lose their appeal once the joke has 
been seen a few times.  These ads can be very expensive because new ideas and ads are 
constantly having to be designed (Levit, 2006).     
Advertisers often rely on “repetition-with-variation” to reduce the risk of wear-out.   
Wear-out occurs because the brain “tend[s] to ignore an object or theme that’s repeated too many 
times” (“When Advertising Wears,” 2006).  To counteract this, slight changes may be made in 
some advertisements.  They may vary the wording, setting, camera angle, or other elements in 
the advertisement to reduce the risk of boring the consumer (Pratkanis 138, 1991).  On the other 
hand, they will normally keep the brand name, logo, tag line, and general layout a constant.  
When “repetition-with-variation” is successful, the consumer unconsciously links the new ideas 
with old, familiar ones from past commercials because the new ideas are evaluated in a more 
casual manner by the brain (“When Advertising Wears,” 2006).   
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2.4.3 Taglines, Slogans, & Brand Name Recognition 
 Millions of dollars are spent by advertising agencies to create effective taglines and 
slogans for their products that will be recognizable and most importantly, memorable.  A tagline 
is “a reiterated phrase identified with an individual, group, or product” (“Tagline,” 2006).  
Similarly, a slogan is “a brief attention-getting phrase used in advertising or promotion” 
(“Slogan,” 2006).  Recognizable taglines and slogans include Nike’s “Just do it,” Gatorade’s “Is 
it in you?” and Visa’s “It’s everywhere you want to be”.  When we hear these particular slogans, 
we automatically associate them with the product.  Therefore, successful slogans help to set one 
company apart from the competition.  Business Week claims that the most effective taglines and 
slogans, such as these examples, are usually short (seven words or less), simple, witty, and 
demonstrate the essence of the company or product.  If they are too long and complex, the 
consumer likely will not be able to recall them (Abrams, 2006).  
 The most recognizable slogans have been around for decades.  They have had time to 
develop and become ingrained in consumers’ minds.  According to a poll recently conducted by 
Business Week (Klein, 2005), over half of the most recognizable slogans were from the 1960’s 
and 1970’s, while only 19% were from the 1990’s and a minute 1% from the year 2000 and 
beyond.  Therefore, repetition of a company’s slogan or tagline is a key component to successful 
advertising.  Once established, they are repeatedly used in all forms of advertising for the 
product, including print and entertainment media, so that the particular tagline or slogan becomes 
ingrained in our minds.   
 Effective taglines usually contain the company’s name or product.  Therefore, the 
consumer can easily associate the slogan to the product.  Successful taglines also manipulate the 
consumers’ emotions.  USA Today (Abrams, 2006) claims that “when a tagline succeeds in 
conveying a feeling, it strengthens the emotional bond between you and your customers”. 
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2.4.4 Voiceovers, Spokesperson, and Celebrity Endorsement 
Almost all television commercials have voice-overs either for the entire duration of the 
ad or for a portion of the ad. A voice in the background speaks to advertise the product while 
images (or video) play across the scene. Voice-overs are used to remind the audience about a 
special offer, tell a story, utter the slogan or tagline, describe the product, or compare products.  
First, a persona must be chosen for the voice-over. Is the persona a confused middle aged 
man, or a cheerful young woman? This depends on the product, the brand, and the advertising 
message. Normally the persona fits the demographics of the target market. Then the tone and 
pitch are carefully decided upon. For example, if the product in question is multi-vitamins for 
kids, the persona chosen will most likely be a mother. The voice-over has to sound like a caring 
mother – the tone must be comforting but authoritative, and the pitch neither too high nor too 
low.  
A spokesperson for a product or brand plays a similar role. The spokesperson is usually a 
well-known personality. He or she is different from a voice-over as a spokesperson actually 
appears on the commercial or print ad itself. He or she also attends events to promote the 
product. The spokesperson is inherently or subconsciously associated with the product or brand 
(Pratkanis 90-93, 1991). He or she must therefore have some quality that would make the viewer 
link the spokesperson to the product, and consequently make the product more credible and 
memorable. Companies carefully select the best candidate for their particular product by 
identifying celebrities who are most likeable, believable, and do not have any bad publicity 
around them. For example, the pop singer Jessica Simpson is the spokesperson for Proactiv, an 
anti acne medication. Jessica Simpson has been known to have acne problems in the past. So 
seeing an acne-free Jessica Simpson promoting Proactiv and saying “it worked for me” makes 
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the product seem more trustworthy than if a normal person were promoting it. Sometimes 
though, a celebrity spokesperson may have nothing to do with product being advertised. They 
may simply be chosen for their popularity. For example, in March 2006 Panasonic signed the 
singer Shakira to be their spokesperson (“Panasonic Signs Shakira,” 2006). An attractive, young, 
and famous woman representing an electronics brand perhaps makes the brand more interesting, 
and easier to remember.  
More often than not the voice-over or the spokesperson sounds confident and bold 
because advertisers want to make their consumers feel confident about the product they are being 
shown and its effectiveness. Body language and tone of voice are key components to make a 
product sell. Effective communicators will speak clearly and audibly without error, have good 
posture, and exude confidence. Advertisers hire well-spoken, charismatic, and bold individuals 
to carry out their message. This way, the consumer feels that the information they are being told 
about a particular product is believable and truthful. A timid voice would not achieve the same 
effect since the consumer has to be convinced, not told, about the credibility of the product 
Although, sometimes a soft-spoken voice may be used if it compliments the product being 
advertised; for example, medicines. And sometimes a barely-more-than-a-whisper pitch may be 
used to catch attention, so that the viewer stops to listen.    
2.4.5 Sexual Innuendo 
It comes as no surprise that advertisements targeted towards young adults rely heavily on 
sexual innuendo. The proof lies in magazines or catalogues aimed towards young adults. They 
often portray scantily clad models and subtle –and sometimes not so subtle- implications of 
sexual behavior. According to a study conducted by a professor at the University of Alabama in 
2003, young adults are 65% more likely to view sexy models to promote a product, and 128% 
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more likely to see sexual behavior in ads, compared to mature adults (Reichert, 2003). This 
would indicate that advertisers believe young adults to be more fascinated by, or vulnerable to, 
sexual innuendo. To use an often repeated phrase, they believe that “sex sells”.   
An important example of this is Abercombie & Fitch. From 1997 to 2003 A&F published 
‘magalogues’ every quarter, a combination of a magazine and catalogue. The first 100 or so 
pages of these magalogues contained semi-nude and nude models, with heavy implications of 
sexual behavior. The rest of the pages featured A&F clothing, without models. A&F revenue is 
believed to be boosted by these magalogs as they were in high circulation in the late 90s 
(Reichert, 2003). Due to extreme public criticism however, A&F decided to discontinue the 
magalogs in 2003. 
Sexual innuendo is not only prevalent in advertisements related to beauty and image such 
as advertisements for lingerie, clothing, and perfume.  It is also widely used in advertisements 
promoting products like cars, building materials, watches, and beverages, which have no 
correlation to sex (Clark 113, 1989). Advertisers are able to use sexy images to initially capture 
the viewer’s attention, sometimes even to the point of shock, so that they are then able to sell and 
endorse their product.  In particular, advertisers often utilize attractive young females to grab 
attention and elicit particular emotions within the young adult market (Clark 115, 1989). 
Advertisements are most effective when the viewers are not consciously aware that sex is being 
used to sell the product, but instead being used as a decoy (Clark 118, 1989). 
2.4.6 Use of Humor 
 Humor often catches the viewer’s attention. If successful, humorous advertisements can 
be very memorable and influential because they are the types of advertisements that gain 
recognition by word of mouth.  However, companies must exert caution when using humor 
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because they have to be careful not to overpower their message.  They want the consumer to 
remember the product, and not the joke, which too often happens.  They also have to be careful 
not to let the joke get old and tiresome.  These advertisers are constantly working to keep their 
message fresh and humorous (Levit, 2006).   
 In order to be successful, advertisers have to make sure that the humor is applicable to 
both the product and the consumer (Levit, 2006).  They often use humor when advertising candy, 
food, alcohol, tobacco, toys, and entertainment related products.  These products do not require a 
lot of facts, and therefore there is more room to insert humor in the commercial.  In these 
instances, the consumer has to think very little (Levit, 2006). 
 Advertisers have to pay careful attention to their particular target market when inserting 
humor in their commercials.  A particular advertisement may be well-received by one group, but 
not by another (Levit, 2006).   If the advertiser is not careful, their commercial may be adversely 
perceived in a negative manner.  However, if successful, it can be extremely persuasive.   
2.4.7 Emotional Advertising 
 When price is not an important issue, most consumers make their purchases based on 
how they feel.  Positive feelings such as warmth, happiness, and delight evoke desirable feelings 
within the consumer, and are most effective when associated with low-ticket items such as 
beverages (Madison, 1990).  If a commercial arouses such emotions within its consumers, most 
likely they will be able to better recall the advertisement because they can easily relate to their 
own emotions (“Heart to Heart,” 2006).   
 In an interview on NBC, psychologist Jeff Gardere admitted that the “human brain 
emphatically relies on emotion over intellect.”  He emphasized that humans are very vulnerable 
because they base their decisions on their emotions rather than logic (“Psychologist Jeff 
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Gardere,” 2006)   They will act both immediately and unconsciously, usually without thinking.  
They are conscious of the consequences of their decision only after they have acted and often 
after it becomes too late to retract their decision (Cramphorn, 2006).  Advertisers are aware of 
this fact, and they may purposely focus their commercials to play mind games with their 
consumers and their emotional weaknesses, fears, and anxieties (“Psychologist Jeff Gardere,” 
2006).  The message “must connect with the emotions and transcend the rational attributes 
(Travis, 2006).  This way, the consumer is influenced to buy one product over another, even 
though they may be virtually the same with similar attributes. Even if two products are 
indistinguishable, the consumer will eventually choose one based upon how the product makes 
them feel.  Emotion helps develop and enhance this brand identity (Madison, 1990). 
 It is more important for marketers to understand why consumers are motivated to 
purchase the products that they do, and less important for them to know how many people prefer 
the one products’ attributes over another (Travis, 2006).   Once marketers understand how to 
connect with their consumers’ emotions they are better able to promote their product by 
explaining its features and benefits.  However, merely communicating the product’s attributes 
can be fruitless if the message does not connect with the consumer’s emotions first (Travis, 
2006).  It is important to focus on emotional integration in advertising in order to arouse the 
desired feelings within the consumer.  According to Edward Kamp and Deborah J. MacInnis, 
emotional integration is “the extent to which the ad portrays a link between the brand, on the one 
hand, and the emotional responses of the ad’s characters on the other” (Kamp, 1995).  
Advertisers that incorporate high levels of emotional integration into their ads are more likely to 
arouse desirable feelings and responses within their viewers.  If the character in an advertisement 
is experiencing a benefit from the use of a particular brand, the ad has achieved a high level of 
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emotional integration.  As a result, the consumer unconsciously forms an emotional bond 
between the character in the ad, the brand name, and themselves (Kamp, 1995). 
 Emotionally integrated advertisements not only promote more desirable feelings, but they 
also generate a greater intensity of feeling.  Research done by Kamp and MacInnis indicates that 
these advertisements also produce a lesser amount of negative undesirable feelings in the 
consumer.   
Emotional integration works because the advertisements evoke empathy within the 
consumer.  This is achieved by relating them to the communicator (Kamp, 1995). For example, if 
the advertisement’s character is placed in a particular situation, the viewer may also have been in 
the same position at one point, and therefore they are able to empathize with the character.  The 
same logic is true with certain events and places that the communicator may attend (Kamp, 
1995).  The viewer is able to place themselves in the same position as the communicator and 
experience the same things that they are.  Eventually, if the ad is successful, the viewer will be 
able to link themselves to the brand name, in the same way as the character in the advertisement.   
2.4.8 Honesty & Reality 
Some advertisements depict real life to make the advertisement more credible. Dove’s 
‘Real Women Have Curves’ campaign is a perfect example (“Get Really Real”, 2007). When 
Dove advertises various skin-firming creams and soaps, they do not feature skinny or perfectly 
proportioned women. The ads normally show women of different sizes and colors and Dove 
emphasizes the fact that they are portraying real women. Dove also does not exaggerate the 
results to be expected by use of the products. This realistic portrayal and honest claim makes the 
brand seem honest and trustworthy. The message of acceptability induces positive feelings in the 
consumer, and appeals to the emotions as well (as discussed in the section above).  
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In the same way, many advertisements for skin products emphasize that by using the 
product the consumer will not have perfectly clear skin, but the product will improve the skin. 
Since most consumers are aware that no product can eliminate blemishes completely, honesty in 
this case is a good technique. It makes the claim believable. Honest claims in advertisements 
appeal to consumers because the consumer feels that he or she is being treated as an intelligent 
and rational being. 
2.4.9 Use of Scientific or Statistical Claims 
Whereas ‘honest claims’ make the product more believable by not claiming too much, 
scientific or statistical claims are often used to present the product as a miracle-worker. Due to 
various laws and legislation on advertising claims, advertisements cannot make unsubstantiated 
claims. But very often scientific claims are exaggerated or presented in such a way so as to 
convince the consumer to purchase the product. This is especially prevalent in the food and 
beverage industry. For example, Lipton tea boxes feature small graphs that compare the 
antioxidant and caffeine levels present in Lipton tea with other beverages like drip coffee. It is 
true that an equivalent serving of coffee contains more caffeine than tea; drip coffee contains 18 
milligrams of caffeine per fluid ounce (“The Caffeine Database,” 2007), whereas Lipton Black 
tea contains 6 milligrams per fluid ounce (“How much Caffeine,” 2007). But the way that 
Lipton’s claim is presented is heavily biased. In the graph (on the Lipton Black Tea box), drip 
coffee is shown to have 100% caffeine, and in comparison, Lipton tea is shown to have only 
45% of the amount of caffeine in drip coffee. Although technically this claim may be true, the 
graph gives the impression that drip coffee is made up entirely of caffeine. In comparison, Lipton 
tea seems like a much healthier alternative.  
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Lipton, amongst many other tea brands, also claims the health benefits of antioxidants 
and vitamins present in tea. They claim that antioxidants can help the body fight against free 
radicals (“Lipton,” 2006). In fact, the absorption of the vitamins and other nutrients into the body 
is more complicated than the ads imply. Not all of the nutrients consumed are absorbed by the 
body. And if they are, after a certain point the nutrients are useless to the body. The absorption 
depends on a number of factors, such as foods taken with the beverage in question, the quality of 
the excipients involved, or the time of day that the product is taken (Sears, 2005).  
2.4.10 Product Scarcity 
 Advertisers often advertise a particular product as being “scarce” in order to attract 
attention.  They often use the words “not available in any store,” “get ’em while supplies last,” 
“limited edition,” and “available for a limited time only” to make the consumer feel that they 
have to buy the product now.  Sometimes advertisers will purposely limit the quantity of their 
product so they can advertise it as being a scarcity (Pratkanis 190, 1991). 
 This technique is effective because consumers feel that if a product is rare, then it must 
be more valuable and desirable than similar products (Pratkanis 191, 1991).  They are more 
likely to formulate decisions about the product faster, and therefore, more likely to buy it without 
giving it much thought.  
2.4.11 Techniques in Drinking Commercials 
Advertisements aimed at young adults, such as drinking commercials, typically focus on 
the ‘good life’ and sex.  The advertisers use explicit imagery to make drinking seem very 
desirable.  They associate drinking with the ‘good life’ by linking them to things like beauty, 
success, intelligence, and sophistication through the use of attractive, energetic, and healthy 
looking people in their advertisements.   
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 Advertisers also frequently link drinking to sports, rock concerts, and parties; tangible 
things to which young adults can easily relate.  For example, professional sports players may 
wear a particular logo on their jerseys, which will entice the younger generation to buy that 
product because they associate it with the particular team.   
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3 Case Studies 
3.1 Bud Light 
Bud Light was introduced in 1982.  In two and a half decades, it has become the best 
selling beer in the United States and the most popular light beer in the world (“Bud Light,” 
2006).  Its concept was to attract the weight-conscious drinker.   A 12-ounce serving of Bud 
Light has only 110 calories, compared with the typical 140 calories associated with its regular 
counterparts.  With the growing obesity epidemic in the United States, Bud Light has become an 
extremely successful product because of its marketing as a tasty, lower-carb alternative to regular 
beers.  Bud Light is continually inventing new advertisements and commercials to attract the 
young adult market.   
The focus of Bud Light’s advertisements is not only towards legal men and women, but 
also towards underage teenagers. They target underage high school and college students because 
they are able to be the most influenced (Clark 264, 1989). Since the majority of people in this 
group are most likely just starting to drink, they have not yet established a beer of choice.  If the 
company can successfully pull this group towards their product, they can create a consumer for 
life, resulting in large profits over the long run (Clark 264, 1989).   
Typically, beer commercials are geared towards men, not women.  Many advertisers 
believe that a female’s choice of beer is decided largely by the brand that her husband, boyfriend, 
or male friend chooses for her.  Cinzano has done research on this topic, and has come to the 
conclusion that “women [need] a male stamp of approval on what they drink—a pointer, it was 
said, for the advertiser to take a slightly masculine approach” (Clark 273, 1989).  As a result, the 
focus of much of Bud Light’s advertisements has been on the younger male.   
 35 
Bud Light’s attention to males is evidenced by its heavy use of young, attractive women 
in the majority of its commercials.  Although these commercials attract the attention of both 
males and females, their main goal is to attract the younger male.   Therefore, their ads typically 
portray beautiful, sophisticated females “who are worthy of emulation and free of any concerns 
relating to health and who are living energetic lives filled with sexual, social, and financial 
success and achievement” (Clark 264, 1989).  These idealistic women subconsciously attract the 
emotions of the younger male market.   
One of Bud Light’s most recent advertising campaigns is entitled “Ted-Ferguson: Bud 
Light Daredevil,” which incorporates humor and wit into one successful advertising campaign 
(Ads can be viewed on Bud Light’s website).  In this series of commercials, Ted Ferguson vows 
to refrain from a few simple, yet foolish tasks, which turn out to be impossible for him in the 
end.  These include such outlandish feats as talking to his parents about his future, not eating the 
last slice of pizza, not ordering a Bud Light from the beer vendor, and attempting to get a job 
without exaggerating his resume.  
Bud Light has created ten different commercials for their Ted Ferguson advertisement 
campaign.  All ten are uniquely different, yet contain the same basic premise: all attempts at 
restraint turn out to be impossible for Ted, who finally ends up giving up his goal by the end of 
the commercials and reaching for a Bud Light.  The advertiser successfully repeats the same 
concept, while changing the humor each time.  This strategy of repetition keeps one 
advertisement from becoming overdone and from losing its humor.  As a result, all ten 
commercials can be rotated to keep the viewer listening and attentive.   
All of the commercials begin with a bright blue screen encompassing the words “Ted 
Ferguson: Bud Light Daredevil.”  The vibrant red, white, and blue color scheme attracts the 
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attention of the viewers almost instantaneously.  This vivid background makes the commercial 
stand out from the other ones right from the beginning.  In this case, Bud Light also cleverly 
inserts its name into the title to allow better retention of its product name. 
In all of these commercials, Ted is portrayed as a nerdy, bizarre character, exaggerated 
with his helmet and safety goggles.  He is a less-than-average looking guy, yet he attracts 
viewers because of his goofy appearance.  The humor that is present throughout these 
commercials stems from the concept that these tasks are “dangerous,” as evidenced by Ted’s 
helmet and safety glasses.  
For example, in “Ted Ferguson: Resume”, he comically vows to refrain from 
exaggerating his resume during an interview.  When the interviewer comments that Ted speaks 
both English and Latin, he calmly, yet humorously admits that by “Latin” he meant Pig Latin. A 
few short seconds later, his friends rescue and drag him from the interview room while handing 
him a refreshing Bud Light.   
This commercial pokes fun at the fact that Ted could not complete such a simple task 
without having to reach for a Bud Light.  At the conclusion of all of these commercials, Ted 
nearly collapses as he gives up on the “stunt” and reaches for a beer.  Bud Light is shown 
providing stress relief for his inability to cope with the situation.  It insinuates that Bud Light 
should always be available when presented with a stressful situation.   
In another one of their ads for this campaign, entitled “Ted Ferguson: Looking,” the title 
character vows to go on a date with his girlfriend without glancing at any of the other beautiful 
women at the tables around him.  In this commercial, Bud Light incorporates attractive females 
to capture the attention of its viewers, both male and female.   Although the women are in the 
background, they still attract the attention of its viewers.  They are portrayed as carefree, cheerful 
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individuals having a pleasurable time together.  Bud Light is trying to associate “the good life” 
with its product. 
The conclusions of all of the Ted Ferguson commercials are the same.  They end with the 
vibrant image of a cool glass of Bud Light amidst a bright blue background and accompanied by 
the sound of a beer hitting the bottom of a glass.  They all also end with the voiceover: 
“Refreshingly smooth Bud Light.  Always worth it” and the vibrant image of a cool glass of Bud 
Light.   Like the opening screen of these commercials, Bud Light chose to incorporate its brand 
name into the voiceover to create better retention of the product’s name when recalling the 
advertisement.  In addition, they also incorporated a vibrant background once again to draw 
attention to the conclusion of the commercials.  The vivid image of the refreshing glass of Bud 
Light is hoping to make the viewer thirsty and crave a Bud Light. 
Bud Light continually uses humor and repetition with variation in their advertisements.  
In most cases, the humor is utilized to grab attention, and then Bud Light is able to create an 
emotional need for the beverage.  Repetition with variation helps us recall the brand name easily.  
As a result, they have been very successful creating a need for a “refreshingly smooth Bud 
Light” to young adults.   
3.2 Bacardi 
Bacardi and Company Limited, founded in 1862, is not just a producer of rums. The 
company owns the brands Bombay Sapphire gin, Martini & Rossi vermouth, and Grey Goose 
vodka amongst many others. Only rums are sold under the Bacardi brand name though. A 
privately owned company, Bacardi sells more than 200 million bottles per year in more than 200 
countries. Sales revenue in 2004 was $3.3 billion and growth was at 6.5% per year (Andersen, 
2006).  
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Since the mid-90s Bacardi’s advertising campaigns have tried to present a glamorous 
party image and emphasize a Latin background. Numerous commercials have featured the 
tagline “Welcome to the Latin Quarter” or “There is a Latin Spirit in Everyone”, thus trying to 
highlight Bacardi’s heritage. Although the company was founded in Cuba, it does not produce in 
Cuba today. Nonetheless Bacardi renamed the ‘rum and coke’ drink ‘Cuba Libre’ in 1998. This 
may be for commercial reasons. Latin culture has had a significant impact on youth culture in the 
past decade or so, from mainstream music and dancing to food and drink choices. By 
emphasizing its Latin background Bacardi attempts to appeal to the youth market. The Latin 
music and dancing, and the beautiful Latin looking women in commercials give Bacardi a more 
exotic image.  
Bacardi advertisements often feature many attractive and stylish looking women. The 
way they are presented –the way they dress and pose- is sexually suggestive. (Please refer to the 
print ads on the next pages.) Like many other products on the market today, Bacardi wants to 
capture the market’s attention by sexual innuendo. They want the Bacardi brand, amongst other 
things, to have a ‘sexy image’. This is also a way of targeting younger male consumers. It makes 
them link Bacardi with sexy, drunk women. For example, the print ad in Figure 1 below 
(“Bacardi Magazine Ads”) features a young man in a red sweater holding two scantily clad 
women by their legs. He appears to be holding a Bacardi mojito in one hand and a Bacardi rum 
and coke drink in the other. The location is a dance club. The ad has text at the bottom saying 
“Zoning Inspector by Day, Bacardi by Night”. This ad is in fact a part of a series of Bacardi print 
ads shown below. The ads feature different scenarios with slightly altered text. One ad (Figure 2) 
featuring a woman’s almost bare back says “Librarian by day, Bacardi by Night”, and another 
(Figure 3) featuring a man holding a woman close and dancing says “Bodyguard by Day, 
 39 
Bacardi by Night”. These ads are from the 2001 – 2004 period and reflect Bacardi’s marketing 
strategy at the time. They convey the message that it is possible to get any woman with Bacardi, 
and no matter how boring your day-to-day life is, with Bacardi you can become another person 
and enjoy life. They make the drink seem “cool” and “in”. And by repeating the same message in 
different ads Bacardi hopes to retain the brand name in the reader’s mind. 
Figure 1: Bacardi Print Ad, 2003 
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Figure 2: Bacardi Print Ad, 2001 
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Figure 3: Bacardi Print Ad, 2000 
 
 
A couple of obvious but noteworthy details in this series of print ads are the heavy use of 
the color red and of naked skin. This is because both the color red and bare skin are eye-catching. 
Print ads have to rely on visual elements to catch attention. Accordingly, these Bacardi ads rely 
on provoking images. For example, the ad in Figure 2 draws attention to the woman’s bare 
golden back and the bright red background that she is portrayed against. The young man in 
Figure 1 is wearing a red sweater and holding two bare legs, thereby calling attention to the ad. 
Bacardi is always printed against a red background in these ads to highlight the brand name.  
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Another reason for the use of the color red is that it often represents adventure, risk, and 
excitement (Cook). This reinforces the idea that Bacardi is the drink to have if you are looking 
for a good time and thrilling experiences. 
Another noteworthy detail is the text at the bottom of Figure 2: “Bacardi, est. 1862”. 
Bacardi often emphasizes the fact that it was founded in 1862 and consequently has been 
producing rum for over 100 years. This is perhaps to highlight the long history and heritage of 
the brand. It is also to instill faith in consumers. If the brand has survived for over a 100 years it 
must be good (Cook).  
Bacardi features mostly young people in their advertisements as their target market is 
young adults. Bacardi Breezers especially are aimed toward the younger generation. Bacardi 
Breezer is a rum based drink with low alcohol content (4%) that comes in a variety of fruity 
flavors. It is considered a part of the alcopop market. Bacardi Breezer ads have therefore made a 
pointed distinction between young adults and older people. There is a series of Bacardi Breezer 
commercials featuring young people in formal situations with adults (Self, 2001), such as a girl 
meeting her boyfriend’s parents, college students meeting a landlady to see a room, or a young 
professional interviewing for a job. The older people are not only dressed formally, but they 
speak and act very formally as well. As they question the younger person about their life, their 
hobbies, or how they met their son or daughter, the younger person has flashbacks where they 
are drinking Bacardi rum and partying, usually outdoors or at club, and indulging in hedonistic 
activities with strong sexual overtones. These ads give the impression that with Bacardi rum you 
can lead dual lives – a day life and a night life. It reinforces the idea that even if your day life is 
ordinary and serious, you can liven up your nights with Bacardi.  
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The techniques used in these ads try to contrast the flashbacks as much as possible from 
the formal situations (Self, 2001). This is done by use of color – whereas the interaction between 
the young person and the older people is shown using minimal color, almost in black and white, 
the flashbacks are in vivid color. The flashbacks are also run faster, with fast changes in images 
and lively background music. (The interview ad can be viewed on YouTube: and the “How We 
Met” ad can be viewed at MyParty).    
These Bacardi commercials are similar to the print ads discussed earlier in that both 
forms of advertisements rely on provoking images to catch attention. But the commercials have 
several advantages over the print ads. The commercials tell a story in a humorous manner. They 
use techniques involving movement and music that just isn’t possible with print ads. 
Some Bacardi commercials also draw comparisons between young adults and bats, the 
Bacardi logo. An example is one of the Bacardi commercials that feature the infamous cat, Tom. 
The male cat belongs to an old lady who is sitting on a couch in front of the television, knitting. 
The cat, bored, disappears late at night down the vent in the living room. It makes its way to an 
alley and finds a club. It dances with women and drinks Bacardi all night long and returns home 
through the vent in the morning. Its owner (the old lady) then asks him, “Have you been out 
chasing bats again?” (Ad can be seen online at YouTube). Bacardi admitted in 2003 that they 
were launching a campaign that drew parallels between young adults and bats. The then 
president of Bacardi Corp, Angel Torres was quoted to say “Our objective is to differentiate the 
Bacardi brand by emphasizing the similarities of our target audience’s behavior with the unique 
symbol [bat] that represents Bacardi products” (McCloskey, 2003). The similarities include both 
species’ habits for “sociability, nocturnal habits, and shared affinity for places to hang out, and 
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the use of radar to detect similar objectives” (McCloskey, 2003). Bacardi wants young adults to 
identify with the Bacardi logo, and thus with Bacardi itself in order to promote their products. 
Moreover, the Bacardi cat is supposed to represent young men. The cat is often 
competing with men for dancing with women at clubs. In some ads it licks a woman’s ear, or 
grasps a woman around the shoulders or waist. These images would be considered much more 
explicit if the cat were replaced by a human male. This may be an important reason for using the 
cat. It also differentiates the ad from countless other ones that show human men and women 
together. The cat emerges as “cool”, thus promoting the Bacardi brand. 
The last few of years have seen a subtle change in advertising tactics used by Bacardi. 
Whereas commercials in the past have featured celebrities, like Vinnie Jones, commercials today 
do not feature any celebrities. This is because of regulatory pressure on alcohol and tobacco 
companies. Alcohol and tobacco companies are now banned from using celebrities that may 
appeal to the under-21 age group to promote their products. So whereas before Bacardi used 
celebrities to make their brand seem ‘in’ and popular, now they have had to change their tactics. 
In August 2006 the ‘You In?’ campaign was launched. It is about “embracing individuality and a 
free-spirited approach to life” according to the marketing director of Bacardi (Croft, 2006). A 
proof of this is a Bacardi commercial that shows young people at a club, mostly men, drinking 
Bacardi and dancing badly. The ad ends with the line “There’s no bad dancing”. This is to 
emphasize that ‘anything’s goes’, as long as you are enjoying yourself and drinking Bacardi. It is 
supposed to make the viewers make positive connotations with the brand name – that of 
acceptability and freedom. (Ad can be viewed at YouTube.)  
Along the same theme is an ad “Swimming Upstream”. It features two men, dressed as 
salmon, running the New York marathon the opposite way. People at bars are following their 
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progress on television and are skeptical whether they will make it. Eventually the two men enter 
the bar and drink Bacardi rum while everyone applauds. The ad promotes the idea that you can 
do anything you want if you are having Bacardi rum. You can ‘go against the flow’ and make 
your own rules. Ironically, the ad also tries to show that it is “in” and “cool” to be different as it 
ends with the line “You in?” (Ad can be viewed at Boards Mag) 
Another ad that is a part of the same campaign is “Best Friends”. It shows groups of 
young people at a pub sitting together. Suddenly everyone gets up and switches seats, sitting next 
to strangers and talking to them. After they talk for a while, everyone gets up again and hopping 
over tables and chairs, they sit somewhere else with someone new and start talking. This is 
repeated a few times. The ad ends with the lines, “Making Less Strangers” and “The Way It 
Should B”. The last scene of the ad features a Bacardi rum bottle. (Ad can be viewed at 
YouTube) 
This ad gives the impression that with Bacardi you can feel less inhibited, loosen up, and 
do something new, like getting to know strangers. Whereas the message of this commercial is 
similar to that of other commercials belonging to the campaign, it is presented differently. The 
sudden jumping over tables and chairs catches the viewers’ attention. Once the ad has captured 
the viewer’s attention, the viewer has to focus on the screen and watch the entire ad to figure out 
the point of the ad.  
Another noticeable change in advertising tactics employed by Bacardi is their use of 
internet as an advertising medium. In the past Bacardi has used television as the primary 
advertising medium for their products. But with the amount of time young adults spend using a 
computer each day more and more companies are using internet advertising. Bacardi is using 
MySpace and Bebo, where viewers can register and enter competitions for free tickets to music 
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events such as concerts. Whether intentional or not, this is also a way to target younger female 
consumers as a lot of young females between the ages of 16 and 22 use MySpace. So perhaps it 
is only a matter of time before regulatory authorities ban this advertising tactic too.   
3.3 Gatorade 
 One product that continues to entice the young adult market is Gatorade, a sports drink 
that claims to replenish electrolytes and sugars lost through exercise. Gatorade was originally 
created for athletes, but is now being consumed as a snack drink as well (“Gatorade,” 2006).  Its 
universal appeal as more than just a sports beverage is due largely to its successful advertising 
techniques.  However, because teens and young adults represent a large portion of active 
Americans, Gatorade must continually find new and improved ways to advertise their product to 
this specific market.    
Throughout its commercials, Gatorade uses various techniques to make its viewers 
thirsty.  First, the actors and celebrities endorsing the product are always hot and sweaty while 
they are drinking Gatorade.  This makes the viewer link Gatorade to exercise and thirst, thereby 
making them crave Gatorade during a workout.  Gatorade fails to alert us that in truth, only 
serious athletes, such as the celebrities endorsing these products, need Gatorade to replenish 
electrolytes lost through exercise.  If one is working out for less than an hour, which is typical for 
many Americans and young adults, only water is necessary to replace the fluid lost through 
sweat.  Gatorade claims that it supplies energy to optimize your performance; however, this 
energy is essentially “empty” calories in the form of sugar.  For the casual exerciser, the salt and 
fluid lost will not necessitate Gatorade during or after the workout (Clark, 2005).  So, while 
Gatorade may be beneficial to serious athletes, it is not necessary for the casual exerciser, 
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although Gatorade continues to attract and advertise towards this group of people (“Gatorade,” 
2006).   
Gatorade frequently uses celebrities to attract the attention of its viewers.  In one of 
Gatorade’s famous commercials, “23 vs. 39”, shown during the 2003 Superbowl, Michael Jordan 
endorses Gatorade.  During this commercial, a younger Michael Jordan is challenged to a game 
of one-on-one basketball with the current Michael Jordan.  At the end, an even younger Michael 
Jordan from college challenges the first two.  Use of celebrity endorsements such as this one 
gave Gatorade instant attention, recognition, and increased sales.  In particular, in “23 vs. 39,” 
Michael Jordan single-handedly profited Gatorade because he is seen as an attractive, likeable 
role model to the younger generation.  Consumers believe in the credibility of Michael Jordan.   
 A portion of Gatorade’s target market subconsciously believes that since a famous 
celebrity is using the product, it must be effective.  In the case of Michael Jordan in “23 vs. 39,” 
they believe that such a famous and talented athlete would not promote a product in which he did 
not believe.  Others may believe that they are wise enough to avoid the trap of buying Gatorade 
or another product just because Michael Jordan is endorsing it.  In actuality, they, too, are 
manipulated by these commercials.  Just because they do not believe in the effectiveness of 
celebrity endorsements does not mean that they will not be subconsciously influenced to buy the 
product.   
Gatorade is continuously coming out with new flavors to entice its consumers, such as 
Gatorade Frost (1997), Gatorade Fierce (1999), Gatorade Ice (2002), and Gatorade X-Factor 
(2004) (“Gatorade,” 2006).  Their particular strategy was to use new products to replace old ones 
that were getting tiresome. Most recently, in 2006, they introduced Gatorade Rain, with the new 
flavors of Berry Rain, Lime Rain, Tangerine Rain, and Cherry Rain.  Cindy Alston, CMO of 
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Gatorade and Propel, claims that Gatorade’s biggest challenge is “putting together packaging and 
advertising to emphasize both the product's originality and its adherence to the original formula” 
(Moore, 2004). This advertising campaign reiterated the concept of a cool, refreshing taste that 
was still reminiscent of the original. As a result, Gatorade Rain became their most successful 
campaign to date. 
In one of their most recent commercials for Gatorade Rain, Peyton Manning, quarterback 
of the Indianapolis Colts, endorses Gatorade’s new product (Ads can be seen on Gatorade’s 
website).  In this 30-second commercial, Peyton Manning is shown emerging from a football on 
a dark field in the middle of a storm.  Once he has fully “hatched” from the football, he takes a 
sip of his lime-flavored Gatorade Rain and holds his arms and head up to the sky.  Throughout 
the commercial, green rain is continually falling over Manning and the field, to give the illusion 
that Gatorade is cooling him off.  Lightning, an overcast field, the downpour, and the frightening 
music give the commercial a dark and eerie tone.  The viewer associates this with strength and 
power, two values that Gatorade embodies.  As Manning holds his arms up to the sky, the music 
begins to soften.  The light and airy music that develops represents the lighter taste of Gatorade 
Rain.  The commercial ends with the words: “Introducing the rebirth of Cool.  Gatorade Rain.  
Start crisp.  Finish clean.  Stay cool in the heat.  Gatorade Rain.”  This voiceover effectively 
sums up the essence of the new Gatorade Rain product, while being concise at the same time.  As 
a whole, this commercial makes the viewer crave the light, refreshing taste of Gatorade Rain.   
Another one of their recent commercials, entitled “Big Heads” involves famous athletes 
like Derek Jeter, Peyton Manning, Kevin Garnett, Dwayne Wade, and Jennie Finch 
(“Commercials,” 2006).  In this witty commercial, the celebrities are given the bodies and voices 
of little kids playing some one-on-one games of basketball, football, and baseball with each 
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other.  Since their words and actions resemble those of young children, it is not something that 
you would expect to see.  As a result, the commercial appears in a light and comical light.  This 
is a sharp contrast to Gatorade’s usual serious ads, demonstrating Gatorade’s witty innovation 
and willingness to go away from the expected.  Due to its humorous nature, the commercial 
grabs and retains the viewer’s attention.  It also effectively ends with a voiceover: “Want to keep 
the game going?  Gatorade.”  This voiceover sums up the essence of the product, since Gatorade 
emphasizes endurance and perseverance.  While incorporating a new advertising technique, 
humor, into their campaign, they still retained the brand image and company values that have 
made them so successful to this day.   It allowed them to entertain the viewer while endorsing 
their product at the same time.   
A large part of Gatorade’s success comes from its slogan “Is it in you?”  Like an effective 
slogan, it is short, simple, and reiterates Gatorade’s image.  This slogan has become one of the 
most recognizable slogans in the market today; consumers easily associate Gatorade’s slogan 
with its product.  As a result, the company has developed a strong brand image.  Cindy Alston 
claims that "because we have such a strong brand equity, most mistakes we make in the 
marketplace aren't going to crush us” (Moore, 2004).  This comment reemphasizes the 
importance of brand name recognition to a successful company.   
Since Gatorade has successfully linked its beverages to thirst, consumers are now 
drinking Gatorade as a snack beverage and not just during or after their workouts.  Since its 
advertisements appeal to all senses – though mainly taste, sight, and sound - they have been 
universally effective.  As a result, Gatorade enthusiasts crave Gatorade whenever they are thirsty 
in addition to post-exercise.  They have made the viewer want to reach for a bottle of Gatorade 
over a glass of water to quench all their thirst needs.  
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3.4 Red Bull 
Red Bull, created in 1987, is the number one selling energy drink in the world.  
Interestingly, the company has not expanded its product line even to include multiple flavors, 
instead remaining faithful to its original product.  This non-carbonated, sticky-sweet beverage is 
marketed specifically to the overworked, sleep deprived college or high school student. 
Although Red Bull is the most successful in its sector, its advertising strategy is highly 
unconventional.  Red Bull does not utilize print ads in any medium.  Although there is a website, 
only one section is devoted specifically to the product.  The rest of the site describes Red Bull 
sponsored sports and cultural events, such as Motorsports and Street Poetry contests.  The only 
medium that Red Bull does utilize for advertising is television. 
The television advertisements are not entirely, or even largely, responsible for the 
product’s success.  The main source of Red Bull’s popularity is peer-to-peer marketing.  One of 
the main ways Red Bull accomplishes this is by giving a case of its product to a student, called a 
“student brand manager”, and encouraging him or her to throw a party.  This has lead to the 
creation of Red Bull drinks, such as Red Bull and vodka.  Red Bull also employs “consumer 
educators”.  These consumer educators drive a trendy silver car topped with an enormous Red 
Bull can.  Their sole purpose is to find people who seem tired and provide them with free cans of 
Red Bull. 
This grassroots approach to advertising may seem like it would not be highly effective.  
In reality, though, this peer-to-peer marketing approach is relatively costless and is more 
effective than mass marketing.  Because the members of Generation Y have matured in the time 
of the proliferation of mass marketing, they generally consider it untrustworthy and impersonal; 
peer-to-peer marketing seems much more personal and individualized. 
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Red Bull’s packaging is another feature that sets it apart from the competitions.  
According to Nancy Koehn, professor of Business Administration at Harvard Business School, 
“Packaging is critical.  Red Bull really looks like a product from a global economy.  It doesn’t 
look like a traditional American soft drink – it’s not in a 12-ounce can, it’s not sold in a bottle, 
and it doesn’t have script lettering like Pepsi or Coke.  It looks European.  That matters” 
(Rodgers, 2001).   
In addition to this, Red Bull has a certain dangerous appeal.  It claims to supply “vital 
substances that have been lost, while reducing harmful substances” and provide “immediate 
energy and vitamins”.  It also includes the ingredient taurine, a 2-aminoethanesulfonic acid 
found in scallops, fish, poultry, and baby food.  According to the Red Bull website, it is both 
“naturally occurring” and “conditionally essential”.  There has been some debate over the 
benefits of taurine; it has been found that “a small amount is thought to be beneficial, but some 
studies have suggested a small risk to health” (“Red Bull in Suspected,” 2001).  Nevertheless, 
Red Bull’s sale as a normal soft drink has been prohibited in Denmark, Uruguay, France, and 
Iceland.  Additionally, in France, only energy drinks without taurine are sold, and in Canada, 
which only allowed its sale beginning in 2004, it must carry a warning label (“Red Bull,” 2007). 
Though this may cause the drink to take on a sort of mystique, the main danger may be 
from mixing it with alcohol or, surprisingly, exercise.  In an article by Elizabeth Cohen of the 
CNN medical unit in 2001, Dr. Laurence Sperling, a cardiologist at the Emory University School 
of Medicine, stated that he thought that drinking multiple glasses of Red Bull and alcohol, such 
as vodka, would cause “a potential for significant danger – danger such as racing heart beat, 
elevation of blood pressure and even potentially a heart attack (Cohen, 2001).  As for exercise, 
Red Bull is an energy drink, providing caffeine and a large dose of sugar, and should not be 
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consumed to provide water.  Three deaths in Sweden were linked to the consumption of Red 
Bull.  As a result, the Swedish National Food Administration “issued a public warning, telling 
people not to take Red Bull mixed with alcohol, or after heavy exercise” (“Red Bull in 
Suspected,” 2001). 
The above description of the health risks of Red Bull cause some concern over the way it 
is marketed, and specifically its consumption with alcohol as a mixed drink.  Drunk properly, 
however, and not in large doses, the beverage is relatively safe.  Its benefits are questionable and 
may vary from person to person, but its grassroots approach to young adults, whimsical and 
amusing advertisements, and international image combine to create a trendy, sexy beverage that 
young adults – particularly tired young adults – want to consume. 
3.5 Diet Coke 
Carbonated soft drinks account for 28.3% of the beverage industry (“What America 
Drinks,” 2007).  It should come as no surprise that, as of 2005, the omnipresent products of 
Coca-Cola represented 43.1% percent of this value.  Furthermore, Diet Coke is the number one 
selling diet cola, with 9.8% of the soft drink industry (“Sector: Soft Drinks,” 2007). 
Diet Coke was first introduced in 1982 and has been a popular beverage ever since.  The 
company has recently attempted to add a twist to it (both literally and figuratively) by 
introducing new flavors – lime, cherry, and black cherry with vanilla.  Unfavorable press 
regarding the use of aspartame, an artificial sweetener that is claimed to cause health 
consequences when consumed in large doses, has also led to the creation of Diet Coke with 
Splenda (Mohl, 2005). 
Diet Coke’s advertising schemes have changed numerous times over the years, from its 
pre-launch “The time is right” tagline to 2005’s “Life is how you take it” slogan.  Most recently, 
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Diet Coke has launched a campaign featuring the catch phrase “Light it up”.  This tagline 
embodies the two main characteristics that Diet Coke wants its consumers to feel it embodies: 
light in the sense of weight, often represented by bubbles, and light in the sense of spotlight and 
fame.  These two concepts are of particular interest to young adults, who often aspire to be thin, 
feel active, and live the glamorous life.  Although they both communicate the same message, the 
television ads and the print ads for the “Light it up” campaign vary greatly. 
The television ads, which can be found at dietcoke.com, have three versions.  The first, 
entitled “First Date”, shows a young man ending a date with a woman outside the Orpheum 
Theatre on Broadway.  They awkwardly agree to meet again, and he tentatively leans in and 
delivers a peck on her cheek.  After she turns abashedly away, the man is shown walking down 
the street, shaking his head at his inability to go in for the goodnight kiss.  As he opens his bottle 
of Diet Coke, accompanied by a satisfying hiss, the sound of a crowd cheering quietly begins in 
the background.  With bubbles floating around him from his apparently refreshing bottle of Diet 
Coke, the man continues walking, a half-smile on his face.  The cheering becomes gradually 
louder until it finally reaches its crescendo.  Upbeat music begins, and, with a swig of his Diet 
Coke, the man races back to embrace his date.  As they kiss, the words “Live like they want an 
encore” appear.  Bubbles flood the screen and rush upward, revealing a black screen with an 
open bottle of Diet Coke.  Bubbles fizzle above, and the words “Light it up” appear beside. 
In the next television ad, “Haircut”, a woman pauses as she passes a barbershop, 
fingering her hair.  After a gulp of her can of Diet Coke, she confidently enters the barbershop 
and trades her long locks for a short man’s haircut.  Right before bubbles fill the screen, the 
words “Live like you started it” appear. 
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The third and final television ad, “Loft”, features a young man getting ready to go out.  
He dances impressively around his beautiful loft as he dresses, drinking his bottle of Diet Coke.  
In the last shot, he is shown in front of his door, taking a long drink of his Diet Coke.  The words 
“Live like you won the spotlight” appear below.  
All of the “Light it up” ads have the same themes of independence and youth, plus a 
sense of glamour.  They also feature energetic, fun music that has not yet been overexposed.  The 
people featured in these ads, while not celebrities, appear attractive, healthy, and social. 
The fun, somewhat busy air of these television commercials is in sharp contrast to the 
simplicity of the print ads.  Printed entirely in black and white, save for the words “Diet Coke” 
that appear on the can, the print ads evoke the glamour and romance of Old Hollywood.  A piece 
of equipment related to celebrity – a microphone, a camera, a spotlight - is presented, but with a 
Diet Coke can in the place of some important component.  For example, the bulb of the camera is 
replaced by a Diet Coke.  To the left of the image is the tagline “Light it up”.  Below, half off the 
page is the name of the product in classic Diet Coke font. 
The print ads, while more sedate than those created for television, reflect many of the 
same ideas.  The glamorous aspect brings to mind fame and celebrity, and therefore 
characteristics that many celebrities have; that is, money, beauty, popularity, and so on. 
Overall, the Diet Coke ads attempt to convince consumers – young adults in particular – 
that, if they buy and drink this product, their lives will become exciting, romantic, and 
glamorous.  Or, at the very least, others will perceive this as being so. 
Although the ideas of independence, glamour, and so on are seductive to the young adult 
demographic, they have absolutely nothing to do with the product itself.  This concept of what a 
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Diet Coke drinker is like is entirely created by the Coca-Cola Company itself in an attempt to 
create a need for the product. 
3.6 Starbucks Frappuccino 
Compared to many prominent businesses, Starbucks spends a relatively low percentage 
of its revenue on advertising.  For example, in 2005 they only spent 1.4% of their sales on all 
forms of advertising, compared with Nike and Coca-Cola, which each spent roughly 11% of its 
revenues on advertisements.  "So much of the relationship with the company exists between you 
and that barista behind the bar," said Brad Stevens, Starbucks' top marketing executive. "We 
haven't been able to conceive of a way for TV advertising to repeat that, to capture the heart and 
soul of the company” (Allison, 2006)  As a result, Starbucks relies on word of mouth, handing 
out free samples, and person-to-person advertising rather than national campaigns to target their 
consumers.  This technique has proven to be very successful for the company, as they have 
quickly become one of the leading retailers of coffee in the world today.   
Although Starbucks only spends roughly 1% of its revenue on conventional forms of 
advertising such as television commercials, magazine advertisements, and radio announcements, 
they have spent about 5% on advertising for their relatively new Frappuccino products (Howard, 
2004).  Starbucks introduced their Frappuccino in 1995, followed by a bottled version 
manufactured by PepsiCo in 1996.  Frappuccino’s represent roughly 80% of the relatively small 
ready-to-drink coffee industry (Howard, 2004).  Because the industry is so new and small, it has 
the greatest room for improvement, and Starbucks is attempting to expand the sales and keep the 
public interested by continually changing the flavors of their Frappuccino drinks (Allison, 2006).   
From their traditional blended coffee Frappuccinos, available in a variety of flavors, to their 
Blended Crème Frappuccinos, Starbucks is continually expanding their variety and 
 56 
attractiveness.  For example, for their 10th anniversary in 2005, they introduced a limited edition 
Mint Mocha Chip Frappuccino.  Later, in the summer of 2006, they introduced the Blended Juice 
Frappuccino, available in pomegranate and tangerine flavors (“Frappucchino,” 2006)   
In May of 2004 they came out with a television commercial entitled “Stacey.”  In this 
dramatized advertisement, a male a cappella group follows Stacey while she is at work.  As she 
walks around the office with her bottle of Starbucks Frappuccino and ignoring her duties at 
work, they are following her while singing a doo-wop tune about “Stacey’s time,” representative 
of the time that Stacey has alone to herself.  As she sips her bottle of Frappuccino, it is obvious 
that her mind is free of stress, worries, and her obligations at the office (Howard, 2004).  The 
commercial makes use of both music and humor.  The a cappella tune and lyrics are Starbucks’ 
original creation.  The smooth doo-wop music is very pleasing to the ear and fits the mood 
perfectly, and the consumer subconsciously associates it with the smoothness of a Starbucks 
Frappuccino.  This is fittingly termed as “Smooth Rejuvenation” by Starbucks as the beverage 
serves to refresh the consumer in the middle of their otherwise busy day.   
The doo-wop group serves as an attention grabber, while the humorous lyrics keep the 
viewer smiling while also conveying the essence of a Starbucks Frappuccino—that it should be 
the beverage of choice for your break at work because of its smooth, refreshing taste.   
 The commercial ends with “Delicious Starbucks Frappuccino coffee drink.  Work can 
wait.”  This voiceover reiterates the idea that nothing is better nor more important than a cold 
glass of Starbucks Frappuccino.  This brief message is hoping to make you crave a Starbucks 
Frappuccino the next time you’re alone.   
This commercial hopes to establish Starbucks Frappuccino as the afternoon snack 
beverage of choice.  Since many young adults have experienced a long day at the office, 
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Starbucks makes it so that their target audience can relate to the character in the 
commercial.  Jeff Dubiel, Director of Marketing for the North American Coffee 
Partnership, believes that “[this] new commercial will connect the bottled Frappuccino 
[brand] with familiar ready-to-drink (RTD) coffee occasions" (“Bottled Frappuccino(R)”, 
2004).  He hopes to establish a personal connection between Stacey and the everyday worker, as 
well as an emotional need for the beverage.   
In the summer of 2006 they introduced their new Tangerine and Pomegranate 
Frappuccinos.  "We look for ways to innovate and satisfy our customers," Brad Stevens, 
Starbucks VP-marketing for Retail North America, says. "Whether it's music or movies, we're 
constantly looking for ways to meet consumers' needs and [tastes]. We're always looking for 
something new and different” (Johannes, 2006).  He also claims that the new line of Tangerine 
and Pomegranate Frappuccinos was in response to customer requests.  Starbucks wanted to 
create a drink that would appeal to a new target market- the non-coffee drinker.     
The new Frappuccinos were a blend of fruit juice and tazo tea.   In particular, the 
Pomegranate juice blend was marketed as containing as many heart-healthy antioxidants as a 
glass of orange juice and providing 40% of our necessary daily Vitamin C.  This type of 
advertising appeals directly to their consumers’ emotions because health is such a prevalent issue 
in the United States.  The concept of a nutritious, yet satisfying drink during the hot days of 
summer is extremely appealing to many young adults.   
The Tangerine Frappuccino has its own health benefits.  Apart from being made with real 
fruit juice and its fat-free and cholesterol free nature, it contains only 140 calories in one 12 oz. 
serving.  Its low calorie nature is appealing to many weight-conscious young adults (Walker, 
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2006).  The advertising of the new line of Starbucks Tangerine and Pomegranate Frappuccinos 
as healthy, refreshing drinks during the summertime makes them very marketable and successful.   
Overall, Starbucks advertises their Frappuccinos as unique, healthy, and thirst-quenching 
drinks, mostly through word-of-mouth advertising, but also through commercials that 
incorporate humor and originality into one successful campaign.  As a result, Starbucks has had 
much success advertising this ready-to-drink coffee to busy young adults.   
3.7 Milk 
The “Got milk?” tagline, licensed to the National Milk Processor Board (MilkPEP), is 
very well known. Less well known is the newer young-adult aimed tagline, “Body by milk”. 
Often used in conjunction with the “Got milk?” slogan, the Body advertisements focus more on 
the fitness and weight loss benefits of drinking milk.  According to these advertisements, 
drinking milk can help teens be leaner, lose weight, build muscle, and gain nine essential 
nutrients. The Body print advertisements feature top athletes and fit celebrities sporting milk 
mustaches. These celebrities include Sasha Cohen (ice skating), Freddy Adu (soccer), Mischa 
Barton, Donovan McNabb (football), Joss Stone, and Serena Williams (tennis). 
One example of the “Body by milk” advertisements features Beyoncé Knowles with her 
sister, Solange Knowles-Smith.  In the upper right corner is the icon for Deréon, the clothing line 
produced by the sisters and their mother, Tina Knowles.  Next to the Knowles sisters is the 
statement, “Moves by the Knowles.  Body by milk.”  At the bottom, above the “Got milk?” 
tagline, it says, “Take it from my sister and me, when you look and feel your best, it shows.  
Some studies suggest teens who choose milk tend to be leaner, plus the protein helps build 
muscle.  Staying active, eating right, and drinking 3 glasses a day of lowfat or fat free milk 
instead of sugary drinks helps you look your best.  Talk about working it.” 
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The print advertisements are effective in reaching young adults, but there is a Body by 
Milk website to further entice them.  This website, bodybymilk.com, is set up to mimic a 
videogame’s layout.  It is a 3-D virtual world, complete with bus stop and park, which is 
navigated by moving the mouse in the direction desired.  It even has shops: Adidas, Baby Phat, a 
Newsstand (for magazine subscriptions), and the Milk Shop.  Each of these virtual shops allows 
users to turn in barcodes or expiration dates from milk products for points which can then be 
spent buying products.  A stadium filled with cheering fans, plus some star athletes featured in 
milk advertisements, can be clicked on to learn the benefits of milk for athletes.  By clicking on 
any of the athletes in the crowd, or any of the numerous milk advertisements placed in the 
background, one can view the milk advertisement featuring that celebrity.  
The website gives young adults a forum in which to learn about milk and its benefits 
without receiving a lecture.  According to Lor Gold, chief creative officer of Draft FCB, an agent 
of the International Dairy Foods Association, "Body by Milk is about them being in control, 
which we all know at that age youth wants to be. It's one thing to say they are in control, but it's 
another to put them in control," Gold said. "Well, the Web is their control system. It's a two-way 
conversation. It allows for what we know kids want, which is to discover, not to have it literally 
shoved down their throat. They get to discover the benefits of milk and why it works” (Rivard, 
2006). 
Another ingenious way that the Body by Milk campaign is targeting young adults is 
through the “Think about your drink” photo challenge.  This is represented on the website as a 
VIP door to a club.  By choosing milk and taking a picture, you could be featured on the website 
along with other celebrities like Vince Carter.  
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MilkPEP has done an excellent job of targeting young adults with a healthy beverage 
that, for the most part, was previously unconsidered.  In creating an interactive website and print 
advertisements that feature hip celebrities, young adults are able to learn the information 
independently or from an image they trust. 
3.8 Vitamin Water 
Vitamin Water is one of the three products marketed under the brand Glacéau by Energy 
Brands Inc. The other two products are Smart Water and Fruit Water. Energy Brands Inc. is a 
relatively young company; it was founded in 1996 by J. Darius Bikoff. Bikoff spotted a market 
niche in the nutritional beverages market for ‘enhanced water’ products (Murray).   
Vitamin water is marketed as an “enhanced water” product and the brand strives to 
promote the product as a healthier version of water. There is some controversy regarding the 
health and nutrition value of Vitamin Water though. Although the product supposedly contains 
vitamins, it is unclear whether or not these vitamins are absorbed properly by the body. Another 
concern is the calorie content – whereas plain water has no calories or sugar, one 8oz bottle of 
Vitamin Water has 125 calories and 13g of sugar.  
Vitamin Water is sold in a number of different flavors. The flavors have names like 
focus, vital-t, energy, and defense. Each of the flavors has a different color, tastes slightly 
different and is usually fruit flavored. Each flavor has a slightly different combination of 
vitamins and minerals. Glaceau tries to present each flavor as unique and therefore different from 
the other flavors. For example, ‘focus’ is a pink, kiwi-strawberry flavored drink to have when 
you need to sharpen your mind and focus on things. ‘Defense’ is a red, raspberry-apply flavored 
drink for more immunity. And ‘Essential’ is an orange colored and orange flavored drink for 
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morning nutrition, so you can start your day the right way. Despite the flavors and colors of the 
drink, Vitamin Water is marketed as bottled water, rather than a nutritional beverage. 
 When Glaceau launched the first national ad campaign for Vitamin Water in 2004, it was 
clear that the brand’s target market is young adults. Figure 4 (Glaceau Vitamin Water,’ 2004) 
and Figure 5 (Saghir, 2004) below are samples from the advertising campaign. 
Figure 4: Vitamin Water Print Ad 1 
 
 
Figure 5: Vitamin Water Print Ad 2 
 
 
The advertisements are meant to be considered humorous, playful, bold, and are therefore 
supposed to appeal to young adults. Both of the ads in Figure 4 and Figure 5 use bright colors to 
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catch attention. Figure 4 shows a blind man holding money, and the focus flavored Vitamin 
Water bottle. The woman on the pole in the background suggests that the blind man is at a strip 
club. The slogan “drink focus. see more” suggests that focus flavored Vitamin Water is helping 
the blind man see in a strip club. In the same way, the ad in Figure 5 implies that you can truly 
“see more” with Vitamin Water.  It has a slightly more irreverent message, which is meant to 
grab attention and appeal to young people. 
Other forms of marketing used by Glaceau during the campaign included a vehicle 
marketing program, sampling stations at retails stores, product events, and a college outreach 
program (Saghir, 2004). The vehicle marketing program involved vehicles that traveled around 
advertising the product and distributing samples. For the college outreach program Glaceau hired 
college students at major universities and colleges to advertise their products by wearing and 
carrying signs, and distributing samples. These non-conventional methods of advertising 
demonstrate that Glaceau wants to be different and unique. 
Glaceau even used the packaging of their product to promote the product, although this 
was not done in an obvious way. The label on the ‘Endurance’ flavored Vitamin Water bottle 
read “professional athletes have not endorsed this product… We rebut any offers by professional 
sports leagues to become ‘the official water’ of anything. Although this is a great alternative to 
sports drinks we do not believe in succumbing to commercialism. Unless, of course, there’s a lot 
of cash. Then we’ll talk.” (Saghir, 2004). This message seems very direct and straightforward; it 
makes the brand seem honest and modest, and therefore may inspire trust in the consumer. But it 
is also a veiled attack on the competition, such as Diet Coke or Gatorade as these companies use 
celebrities and professional athletes to endorse their products.  
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During this ad campaign Glaceau’s general attitude towards the more conventional forms 
of marketing was either indifferent or negative. Just as young people are thought to have an “I 
don’t care” attitude towards many things; Glaceau tries to emulate it in advertisements. Their 
website, http://www.drinkbetterwater.com/, is a reflection of the attitude.  These marketing 
strategies have certainly worked for Vitamin Water as the sales revenue in 2006 had grown to 
$37 million.  
Interestingly, although Glaceau claimed to be different by not using celebrities to endorse 
their product, in 2005 Glaceau released Vitamin Water commercials starring NFL football player 
Brain Urlacher. One of the commercials, ‘Catch’, show two bears learning to play football at a 
bear training camp. After a while Brain Ulracher appears on the screen, tackles a bear and takes 
the football away. The ad ends with him drinking Vitamin Water (ad can be viewed at 
YouTube). Although this ad is meant to be humorous, subconsciously it delivers the message 
that Vitamin Water can give you a lot of strength. This would make the other viewers want to try 
Vitamin Water, or at least make them curious about it. The fact that the bottle of Vitamin Water 
appears only at the end of the ad makes an impact too. It shows the level of confidence Vitamin 
Water has in its product – it is as if the brand were saying “nothing more needs to be said”. 
Furthermore, the rough way that Brian Ulracher tackles the bear has implications of animal 
cruelty. It seems that Glaceau likes to present a controversial image too. 
Below are two Vitamin Water print ads featuring American Idol and Grammy Award 
winning singer Kelly Clarkson. Both ads show that with the help of focus flavored Vitamin 
Water Kelly Clarkson went from being a ‘nobody’ to a famous singer. They present the message 
that with Vitamin Water you can do anything and you can be anything. Vitamin Water helped 
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Kelly Clarkson focus on her dreams and achieve them, and the viewer can too. This ad is very 
typical of ads that use celebrities to endorse the product.  
 
Figure 6: Kelly Clarkson Vitamin Water Print Ad 1 
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Figure 7: Kelly Clarkson Vitamin Water Print Ad 2 
 
 
Recently Vitamin Water developed a new flavor with the hip-hop artist 50 cent. The 
flavor is named ‘Formula 50’ and the drink contains 50% of the daily value of all vitamins and 
minerals. 50 cent is the spokesperson for this drink. This is a way of targeting a specific market 
segment – the group of young adults who listen to hip-hop music. Glaceau hopes to widen their 
market share by using different celebrity types (NFL star, pop singer, and hip-hop artist) to target 
different segments. The celebrities chosen also have a “healthy” image. An NFL player must 
obviously put a huge emphasis on health. Kelly Clarkson, unlike most celebrities, is not 
extremely thin and therefore looks normal. And 50 cent admits to exercising regularly and eating 
right. 
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Another medium Glaceau uses for its ads is the internet. Glaceau hired a small marketing 
company, Jun Group, to distribute its ads online. According to Jun Group there is a lot of 
demand on the internet for commercials that have been banned on television. An example is a 
Vitamin Water commercial featuring an old man with a young prostitute. The old man drinks 
Revive flavored Vitamin Water and finds new energy. And one of the Brain Ulracher ads that 
were banned for TV had one million views online in one month (Larson, 2007).  
This method of advertising is relatively new and will continue to grow. Another method 
is creating a computer game for the specific product. For example, Vivendi Universal Studios 
Games’ release, 50 Cent: Bulletproof  includes a game where the character 50 cent tries to 
escape bullets. Players can use Vitamin Water Formula 50 to refuel the character with 50 per 
cent of energy and power. (Johannes, 2006). This is a good advertising medium as it keeps the 
consumer entertained while informing them about the product.  
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4 Conclusion 
Based on the case studies, one can see the most commonly used techniques that 
advertisers use to create a need for their product.  These include an emphasis on fitness, humor, 
sexual innuendo, taglines or slogans, emotional manipulation, celebrity endorsements, and 
modifications on the original product.  Advertisements for Bacardi and Vitamin Water, for 
example, use sexual innuendo, but in very different ways.  Bacardi uses sexual innuendo to 
create an aura of exclusivity, while Vitamin Water uses it in a more rebellious sense that amuses 
its audience.   
These techniques are utilized to draw in viewers and cause them to believe that the 
product can improve their lives, either socially or physically.  It is important to be aware of this 
as a consumer and to be sure that informed choices are being made, and that the claims of the 
product are strictly true.  An example given previously is that of Gatorade, which has benefits 
only for the serious athlete and can do little for the casual exerciser other than to provide 
refreshment. 
This paper was intended to provide readers with an overview of advertising techniques 
through a discussion of the advertisement industry and several case studies from within the 
beverage market.  With the proliferation of advertisements in society through every medium, 
from television to internet, it is extremely important that consumers be aware of both the 
techniques used to manipulate them and the actual worth of the product. 
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